
08-7 



Internal Controls 



Interim staff has implemented strict payroll and purchasing 
procedures to ensure that all expenditures are made 
appropriately. 

It is recommended that 1 administrative position, assigned 
to the CFO's department, be funded by SVAA (80%) and 
West Volusia (20%) to be the official county liaison and to 
provide guidance and oversight related to accounting, 
purchasing, personnel, and other administrative matters. 
Anticipated annual expense of $70,000. 

It is recommended that James Moore & Co. conduct a 
quarterly review of these procedures and the associated 
expenditures. The anticipated expense for this review is 
$5,000 each quarter -- $20,000 annually. 



Public Records 



The digital recording of each meeting will be saved on 
the SVAA and county servers to ensure security of the 
record. Written minutes are reviewed by the interim 
director prior to being sent to board for review and 
approva . 

Meetings are recorded digitally on the same system the 
county uses. 

Appropriate measures have been taken to secure 
SVAA email. All email addresses are hosted by the 
County of Volusia but maintain the identity of the 
authority i.e. dona(5>visitnsb.com 
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Executive Director Search 

At the May 15 Southeast Volusia Advertising Authority 
board meeting, staff presented a job description for the 
executive director position. 

The hiring of the executive director position and future 
positions will be managed by the director of the Volusia 
County Human Resources Division. 

Anticipated time of hiring process from approval of 
position until director is on board is up to six months. 

Position will be advertised widely using appropriate 
newspapers, trade journals and websites. 



Board Member Training 

• These areas have been identified by staff for 
advertising authority member training: 

• Sunshine Law to include public records and 
communication between members 

• Fiscal responsibility to include budget and accounting 

• Personnel responsibility to include hiring and discipline 

• Purchasing 

• Relationship with county government 
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2010- 2012 Convention development tax collections 
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• Family travel writer/blogger 

• Visit Florida golf writer 
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Influence consumers planning their travels 

New York Times Travel Show (March 2-4, 2012) 

• 18,000+ travelers and industry professionals 
•Age 18-54: 64% - Female 68%/Male 32% 
•HHI $75,000+: 65% 

• Vacation at least 2X per year: 60% 
•Vacation annually: 90% 

• Attendees likely to purchase a trip as a result of 
attending the 2010 show: 88% 




Washington DC Travel and Adventure Show (March 17-18, 2012) 

• Nearly 17,000 travelers and industry professionals 

• Age 35-65: 71% - Female 54%/Male 46% 
•HHI $75,000+: 70% 

• Spend over $5,000 on travel: 46% 

*Source: 201 Travel Show Exit 

The Villages Travel Expo (May 11, 2012) 

• 4,000 attendees 

• Drive market, affluent seniors with disposable income. 
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Ocean Trillium Suites 



Oceanfront 
Property! 




Managed by: 

Ocean . 
Properties, 
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Local partnership opportunity 

Partner with four different accommodators to offer free stays or discount. A "win-win" for all. 
Registrations for giveaway drawings: 

• Attract attention to booth 

• Provide exposure for accommodator at event ad via word-of-mouth from winner 

• Showcases what NSB has to offer 

• Gives tracking and follow-up opportunities 
Exposure to more than 40,000 attendees collectively 
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www.NSBFLA.com 
1-800-541-9621 



Bright House Networks 
Orlando Sentinel 
British Visitor Handbook 
Billboard 
Outdoor signage 
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Digital advertising 

• Orlando Sentinel (Ipad app; OrlandoSentinel.com; admail campaign) 

• Sport Fishing and Salt Water Sportsman 

• Niche fishing campaign (June is Florida Fishing Month) 
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• Review process for upcoming year 

• Recent and upcoming events: 

- Images 

- Gallery Group of Flagler: monthly 
Art Walk and Wine Walk 

- Balloon Fest 2012 
-Fish Stock 2012 

- Jazz Fest 
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Volunteer program 

• Role of volunteers 
•Application process 

• Training program 




• Stakeholder communications 

• Co-op program guidelines 

• Research campaign 

• ITI multi-mediacampaign 

• Niche marketing campaign 

• Enhance/upgrade existing website 

• History 
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